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The	
  goal	
  of	
  the	
  Permission	
  Marketer	
  is	
  to	
  move	
  consumers	
  up	
  
the	
  permission	
  ladder,	
  moving	
  them	
  from	
  strangers	
  to	
  friends	
  
to	
  customers.	
  	
  And	
  from	
  customer	
  to	
  loyal	
  customers.	
  	
  At	
  
every	
  step	
  up	
  the	
  ladder,	
  trust	
  grows,	
  responsibility	
  grows,	
  
and	
  profits	
  grow.	
  
	
  

-­‐-­‐-­‐Seth	
  Godin	
  



Objec*ves	
  
l  Ge]ng	
  permission	
  to	
  e-­‐mail	
  and	
  minimize	
  opt-­‐out.	
  

l  Making	
  your	
  e-­‐mail	
  valuable	
  to	
  subscribers.	
  

l  •Crea*ng	
  an	
  E-­‐Mail	
  Marke*ng	
  Campaign.	
  



Defini*on	
  
Permission	
  Marke*ng	
  

l  Marketers	
  obtain	
  permission	
  before	
  advancing	
  to	
  the	
  next	
  step	
  in	
  the	
  
purchasing	
  process.	
  	
  

l  Requires	
  that	
  the	
  prospec*ve	
  customer	
  has	
  either	
  given	
  explicit	
  permission	
  
for	
  the	
  marketer	
  to	
  send	
  their	
  promo*onal	
  message	
  (like	
  an	
  email	
  or	
  catalog	
  
request)	
  or	
  implicit	
  permission	
  (like	
  querying	
  a	
  search	
  engine).	
  



Defini*on	
  
Opt-­‐in	
  Email	
  

Term	
  used	
  when	
  someone	
  is	
  given	
  the	
  op*on	
  to	
  receive	
  "bulk"	
  email,	
  or	
  	
  
email	
  that	
  is	
  sent	
  to	
  many	
  people	
  at	
  the	
  same	
  *me.	
  	
  	
  

	
  

Usually	
  this	
  is	
  thru	
  mailing	
  lists,	
  or	
  thru	
  a	
  newsleber	
  they	
  asked	
  to	
  be	
  part	
  of.	
  



Types	
  of	
  Opt-­‐In	
  
Unconfirmed	
  opt-­‐in	
  	
  

Someone	
  voluntarily	
  gives	
  his	
  email	
  address	
  	
  (e.g.	
  in	
  a	
  sign-­‐up	
  form)	
  but	
  the	
  
marketer	
  doesn’t	
  	
  take	
  steps	
  to	
  confirm	
  the	
  address’s	
  authen*city,	
  or	
  if	
  the	
  
sender	
  actually	
  invited	
  the	
  sender	
  to	
  give	
  him	
  e.g.	
  informa*on	
  ,	
  a	
  newsleber	
  
or	
  product	
  informa*on.	
  

	
  



Types	
  of	
  Opt-­‐In	
  
Confirmed	
  Opt-­‐in	
  	
  
l  A	
  new	
  subscriber	
  asks	
  to	
  be	
  subscribed	
  to	
  the	
  mailing	
  list.	
  

l  Your	
  email	
  subscrip*on	
  system	
  (or	
  thru	
  manual	
  means)	
  verifies	
  the	
  end-­‐subscriber's	
  
e-­‐mail	
  address,	
  thru	
  e.g.	
  clicking	
  a	
  special	
  web	
  link	
  or	
  sending	
  back	
  a	
  reply	
  email	
  (e.g.	
  
“please	
  acknowledge	
  your	
  receipt”)	
  

l  Using	
  a	
  confirmed	
  opt-­‐in	
  (COI)	
  procedure	
  helps	
  to	
  ensure	
  that	
  a	
  3rd	
  party	
  (including	
  
the	
  marketer)	
  is	
  not	
  able	
  to	
  subscribe	
  someone	
  else	
  accidentally	
  in	
  that	
  list,	
  	
  nor	
  
subscribe	
  him	
  without	
  seeking	
  new	
  permission	
  for	
  informa*on	
  other	
  than	
  what	
  he	
  
really	
  asked	
  for.	
  	
  If	
  subscriber	
  doesn’t	
  confirm,	
  the	
  list	
  operator	
  or	
  marketer’s	
  system	
  
will	
  cease	
  sending	
  informa*on.	
  



CAN-­‐SPAM	
  Act	
  of	
  2003	
  
Federal	
  an*-­‐spam	
  legisla*on	
  passed	
  in	
  2003	
  that	
  requires	
  the	
  
following	
  in	
  each	
  email:	
  	
  

1.  A	
  legi*mate	
  header	
  
2.  A	
  valid	
  “From”	
  address	
  
3.  A	
  straighjorward	
  “Subject”	
  line	
  
4.  An	
  unsubscribe/opt-­‐out	
  link	
  and/or	
  instruc*ons	
  	
  
5.  A	
  physical	
  address	
  
6.  All	
  unsubscribes	
  processed	
  within	
  ten	
  days	
  of	
  receipt	
  







Permission	
  Steps	
  

Marketer	
  offers	
  the	
  
prospect	
  an	
  
incen*ve	
  to	
  
volunteer	
  his	
  email	
  
address	
  

Marketer	
  creates	
  a	
  
campaing	
  that	
  
teaches	
  the	
  
consumer	
  about	
  the	
  
product/service	
  

Reinforce	
  incen*ves	
  
to	
  maintain	
  the	
  
prospect’s	
  
permission	
  

Offer	
  more	
  
incen*ves	
  to	
  expand	
  
permission	
  	
  and	
  
keep	
  the	
  prospect	
  
ac*vely	
  engaged	
  

Over	
  *me,	
  marketer	
  
leverages	
  
permission	
  to	
  
change	
  consumer	
  
behavior	
  and	
  
convert	
  to	
  profit	
  

Adapted	
  	
  fromGodin,	
  S.	
  (1999)	
  	
  “Permission	
  Marke*ng	
  in	
  the	
  Context	
  of	
  the	
  Web”	
  from	
  Permission	
  Marke*ng:	
  
Turning	
  Strangers	
  into	
  Friends,	
  and	
  Friends	
  Intos	
  Customers	
  (p.	
  155-­‐167)	
  (Simon	
  &	
  Schuster,	
  NY)	
  



Example	
  











Websites	
  Selling	
  Services:	
  Hubspot	
  



Campaign	
  to	
  Keep	
  Permission	
  



Example	
  



Ways	
  to	
  Get	
  Permission	
  To	
  Email	
  (Opt-­‐In)	
  
l  Create	
  A	
  Sign-­‐up	
  Form	
  



Use	
  a	
  Forward-­‐to-­‐a-­‐Friend-­‐Link	
  



Promote	
  Your	
  Newsleber	
  in	
  Other	
  
Newslebers	
  (Online)	
  or	
  Printed	
  Media	
  
l  Promote	
  your	
  link	
  in	
  all	
  printed	
  and	
  online	
  forms.	
  	
  If	
  you	
  put	
  your	
  site	
  name,	
  
make	
  sure	
  that	
  there’s	
  a	
  sign-­‐up	
  or	
  ‘subscribe	
  to’	
  form	
  on	
  it!	
  

l  For	
  other	
  sites,	
  re-­‐confirm	
  e-­‐mail	
  subscrip*ons	
  thru	
  a	
  text	
  email.	
  You	
  can	
  set	
  
up	
  a	
  different	
  email	
  address	
  to	
  send	
  the	
  re-­‐confirma*on	
  emails	
  from.	
  	
  Then	
  
view	
  those	
  who	
  opted	
  in	
  (latest	
  batch)	
  to	
  start	
  sending	
  them	
  emails.	
  	
  This	
  is	
  
done	
  automa*cally	
  in	
  an	
  email	
  marke*ng	
  system	
  such	
  as	
  iContact,	
  
MailChimp,	
  or	
  MadMimi	
  but	
  you	
  can	
  do	
  it	
  also	
  in	
  the	
  manual	
  system.	
  





Hold	
  a	
  Subscrip*on	
  Drive	
  

•  A	
  discount	
  on	
  your	
  goods	
  or	
  services	
  
•  Special	
  access	
  to	
  VIP	
  sales	
  and	
  other	
  events	
  
•  A	
  free	
  giu	
  thanking	
  them	
  for	
  signing	
  up	
  
•  Early	
  no*ce	
  on	
  blowouts	
  and	
  holiday	
  sales	
  
•  Raffle	
  off	
  a	
  free	
  giu	
  to	
  one	
  of	
  your	
  new	
  subscribers	
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